Abstract: The effects of media advertising on Hero beer on consumers' purchase intent in
Introduction
For close to a century, advertising researchers and practitioners the world over have diligently sought to understand how advertising influences buyers' purchase intentions. The way in which a target audience processes and ultimately uses advertising information to influence product and brand choices is considered a top priority research area for contemporary marketing and advertising researchers.
In the past, advertising and marketing communications went to work only for the purpose of increasing sales, but today one can argue that advertising is considered one of the most important elements of customer service. One of the most important issues in the realm of advertising is evaluation of advertising effectiveness. Advertising changes attitude, increases knowledge, reforms behaviour, informs the audience, strengthens relations, promotes exchanges, and reminds the audience of the various features of a product. This study examines an attitudinal change in purchase intent which may be induced by media advertisements. Barry and Howard (1990) traced the development and evolution of advertising theories when they wrote that: The first published hierarchy of effects (Belch and Belch, 2001 ) in advertising was operative in marketing communications since 1898 and researchers and practitioners continue to contest the hierarchy notion till today. The vast majority of them merely offer changes in nomenclature to the traditional hierarchy-of-effects model which hypothesised that audiences respond to messages in a cognitive, affective, and conative (behavioural) sequence. More recently, however, researchers have begun to debate the existence of a single hierarchy sequence and have proposed alternative order hierarchy models, like standard learning, low-involvement, and dissonance/attribution models. Proponents of the traditional hierarchy framework claim that audiences of advertising and other marketing communications respond to those messages in a very ordered way: cognitively first (thinking), affectively second (feeling), and conatively third (doing) (Lavidge & Steiner, 1961) .
Development and Evolution of Advertising Theories
Advertising is an investment in a 'long-term' process that moves consumers over time through a variety of stair-step stages, beginning with product 'awareness' and moving ultimately to actual purchase. The view of the stages of the advertising hierarchy is implicitly a casual one. However, by recognising that advertising is essentially a 'long-term' process, it suggests that a casual influence between stages must occur only in the long-run, although it may not be found in the short-run. The argument that a favourable response at one step is a necessary, but not sufficient condition for a favourable response at the next step is central to the idea of advertising hierarchy of response models to this day (Preston & Thorson, 1983) . Lavidge and Steiner (1961) posit that the Model Stage advertising involves conative, affective, and cognitive while Model Order involves purchase, conviction, preference, liking, knowledge, and awareness. At the conative stage are purchase and conviction; at the affective stage we have preference and liking; at the cognitive stage are knowledge and awareness.
AIDA Advertising Theory
AIDA was theorised as a behavioural model intended to ensure that an advertisement raises awareness, stimulates interest, and leads the customer to desire and eventually takes action (Hackley, (Butterfield, 1997) . AIDA theory suggests that for an advertisement to be effective, it has to be one that commands Attention, leads to Interest in the product, then to Desire to own or use the product, and then finally leads to Action (Mackay, 2005) .
AIDCA Advertising Theory
According to Ugonna, Ndubisi, Otugo, Eze and Akabogu, 2014), the AIDCA theory is very important in both sales and marketing. It stands for the following: Attention: First, the consumer's attention has to be captured through the advertisement before he can make the necessary approaches towards the purchase of the Hero beer. Interest: After the attention is elicited the next is that the customer's interest is aroused and a social inclination is imbibed in the product. Desire: Then, the clientele desires the Hero beer as he perceives it as being capable of satisfying his urge for a beer drink.
Conviction:
The customer then earns a conviction within him that the Hero beer will yield the most expected benefit to him. Action: And he finally make his purchase of the Hero brand of beer having convinced himself of the level of satisfaction he will derive from the consumption of Hero beer.
Advertising
Advertising is simply the process of creating awareness about the existence of goods and services to a target audience. It is an inertia that is capable of any type of product because of its persuasiveness (Kenechukwu, Asemah and Edegoh, 2013) . "An advertisement is defined by the Advertising Practitioners Council of Nigeria(APCON) as a 'communication in the media paid for by an identifiable sponsor and directed at a target audience with the aim of transferring information about a product, service, idea or cause" ( Ukaegbu, 2013) . According to Nour, Almahirah, Said and Freihat (2014) advertising "is defined as any non-personal communication means of ideas or products by using mass communications media such as television, newspapers, magazines, cinema, radio etc. and is implemented through a specific sponsor, for a fee paid to influence consumer behaviour". According to Benson-Eluwa, V. (2005, p.5), "Advertising is a form of nonpersonal method of communicating information which is usually paid for by a sponsor through various media". Onditi (2012) "defined advertising as any paid form of non-personal communication about an organization, a good, service or an idea by an identified sponsor".
These definitions can tell one that advertising is a persuasive communication, because it tries to persuade the readers, viewers or listeners to take to the sponsor's point of view and also take some appropriate actions towards an object of advertisement (Ukaegbu, 2013) . She goes on to add that "in an industrial and free competitive market economy, where the interplay of economic variables dictates the market, the problem of survival of business becomes a very nightmarish one for producers and manufacturers. The singular desire of manufacturers becomes how to create awareness and market for their goods. Advertising is then one strategy that fulfils the desire completely. The desire to be buoyant in business and to increase profit has given advertisement an irrevocable reputation."
Advertising is not undertaken by management just for fun or to keep products or services. It is principally involved in persuasion or advocacy, even apparently just giving us information, using media that are paid for to get through to the mass audience with the identity of the advertisers being clear. "Advertising has the mandate to sell the advertiser's goods and help the consumers to shop wisely" Okoro (1995) . Advertising is to communicate information about a good, service or idea and thus stimulate demand. (Ukaegbu, 2013) . According to Ukaegbu (2013) "One function of the mass media which is becoming increasingly important in the modern world is the economic functions of advertising. Mass media perform this function for the people by bringing together buyers and sellers through advertisements. Again, the world is fast becoming a common market place of ideas. Many multinational companies have come to realise that people have the same basic needs and desires. Consequently, they have heeded to calls for global marketing and can promote their goods and services using advertisements".
Radio Advertising
Radio advertising is a form of advertising via the medium of radio. It ability to reach a wider population of consumers scattered over a large geographical area makes it very effective and efficacious, Ti is a good channel for marketing fast moving consumer products like beer (Rajagopal, 2010) . Airtime is purchased from a station or network in exchange for airing the commercials. Radio has the limitation of being restricted to sound and proponents of radio advertising often cite this as an advantage. Radio is an expanding medium that can be found not only on air, but also online. It is the most economical among other media as it's cheap to buy. Even the poorest man in the remotest pert of Nigeria can afford to purchase a pocket radio and listen to current news. Its audio characteristics makes it a more communication media as both the literate and illiterate can appreciate its means of transmitting news; news can be transmitted in many local languages. Almost all the 36 states in Nigeria have a local radio station and beer advertisement especially the Hero brand can be heard at any time of the day. It is a highly portable medium as it can be carried about conveniently and comfortably without being damaged. Immediacy is another advantage of the radio as the audience access the news and other programmes the very moment they are being broadcast. It has no foreground as one most not be around the radio set to understand what is being said or advertised. Radio has a high believability than the print media in Nigeria (Nwosu and Nkamnebe, 2006) . Radio has the disadvantage of being fleeting except for repeated programmes and commercials. It has clutter and the listeners will have to identify a particular beer advertisement from numerous adverts at different time interval. It is known as advertising bombardments. Of course it is an audio medium unlike the television that is audiovisual. By audio, it means that one can only hear but not view a radio advertisement or other programmes.
Television Advertisement
A television advertisement or commercial is a form of advertisement in which goods, services, organisations, ideas etc. are promoted through the medium of television. Television is an audio-visual medium as goods and services being advertised can be seen by the target audience and this earns it more believability than the radio and print media of advertising. Although it is costlier than the radio, it is regarded as a prestige media as those who can afford a television in Nigeria are regarded as wealthy people. It has immediacy as one of its characteristics too. It also has clutter and is as well transitory like the radio. It is not as portable as the radio. Most advertisements are produced by an outside advertising agency. (Ukaegbu, 2013) An infomercial is a long-format television commercial, typically five minutes or longer. The main objective of an infomercial is to create an impulsepurchase, so that the consumer sees the presentation and then immediately buys the product through the advertised toll-free telephone number or website. Infomercials describe, display, and often demonstrate products and their features, and commonly have testimonials from consumers and industry professionals (Retrieved from https://www.boundless.com). According to Ukaegbu (2013) , advertisers spread commercials across a number of programmes reaching many more viewers. Networks now own different "spot" commercials for many products in the same show. A spot has to stand out and be remembered and this brought about creativity in television advertising owing to the large number of advertisements, and many products with the same quality and cost. The unique selling point and brand awareness became ever more important.
Billboard Advertising
For a billboard to contribute to the success of a product, it has to be designed so that the customer passes through the five phases of the AIDCA theory, with all being equally important. The AIDCA theory implies that the billboard should inject memorable and believable messages that will trigger consumers to act in a certain way (Brierley, 2002) .
Billboard has a high visual impact as large billboards are installed in strategic places and highways all over Nigeria. It has low cost compared with television and radio in terms of production. It also has high product visibility as large pictures of the advertised product can be perceived and understood by anybody without having to ask much questions, hero beer advertisement can be seen in countless billboards across Nigeria. Its disadvantage is that it is only effective outdoors (Nwosu, 2001 ). Unless one travel out, it is very difficult to see a billboard. Except if one by chance sees it in a TV programme or movie. It can distract a driver on the highway and make him lose concentration on the steering, it wears out easily and litters the environment
Alcohol Advertising and Promotion
The supply of alcohol, including its production, marketing, and retail sale, can play a significant role in alcohol consumption and problems (Holder, 2000) . One effect of this marketing is to create high barriers to entry (Jain, 1994), which in turn contributes to the concentration of market share in the hands of a small number of companies. These companies face a market that, until recently, essentially had been declining or flat for most of the past two decades. To maintain their markets, alcohol companies must continue to invest heavily in advertising and promotion; to expand the market, they must encourage drinkers to switch brands or increase their consumption, or persuade nondrinkers to start drinking. Young people are one audience for their efforts. Although the precise effects of this marketing on individuals are difficult to calibrate, it is increasingly ubiquitous, and reaps benefits from technologies that are at the cutting edge of information societies. The regulatory frameworks for alcohol marketing, in contrast, were developed in the first part of the previous century and have changed little in the interim (Jernigan and O'Hara, 2004). 
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Beer Market in Nigeria
"Beer market is considered one of the fastest growing industries in Nigeria, and it is the most popular of all alcoholic beverages consumed, constituting roughly 96 percent of all alcoholic drinks sold. It contributes about 28 percent of Manufacturing Value Added (MVA). The Industry is a highly concentrated quasi-duopoly by both industry size parameters of labour and output" (Ukaegbu, 2013) .
"The Nigeria brewery industry continues to thrive, even as global consumption slows down due to the recent global economic downturn as well as increasing health awareness. Nigeria is Africa's largest alcohol consumer, accounting for 36% of Africa's formal alcohol market according to Deutsche Bank Market Research. Driven largely by huge consumer market with a population constituting the largest in Africa and a growing middle class with a large number of drinking-age consumers, beer demand and intense competition amongst other driving factors; the Nigeria Beer Industry has recently evolved from a duopoly to an oligopoly with brewing multinationals battling for position in a market that has plenty of room for expansion. The industry has metamorphosed over the years from mere production of bottled drinks to a diversified industry which constitutes a large segment of the food and beverages sub-sector currently accounting for 35.9% of the growth in the industrial sector, which grew in 2014 by 6.41% as against 0.87% in 2013.
The principal activities of the breweries industry include the production, packaging and sales of alcoholic and malt beverages. Dominant companies include Heineken commanding a 71% share of the market through its subsidiary, Nigerian Breweries; Diageo with a 27% market share through its stake in Guinness Nigeria; while SABMiller "a South African brewery giant" has recently joined the fray with its acquisition of Pabod Breweries in 2008 and International Breweries in 2012; has shown strong growth. Others include low end gin manufacturing companies such as Casapreco and other indigenous manufacturers.
Alcohol consumption is a social activity in Nigeria, so 80% of the country's alcohol sales are on trade. Beer is the most populous alcoholic beverage in the country, making up about 96% of alcohol sales. Beer importation has been banned to encourage the Nigerian domestic industry. In addition, Indigenous companies engaged in brewing hops are eligible to "pioneer" status, enabling them to a tax holiday of up to seven years.
Figures released by Heineken have shown that the Nigerian beer market is expected to record a compound annual growth rate of 5.6% between 2011 and 2020. Despite the strong long-term outlook, the industry is going through a tough period at present due to an increase in the cost of living, pressures from foreign exchange rates as well as distribution pressures stemming from security concerns. However, with the continuous expansion of the Nigerian middle class, it is estimated that a current installed capacity deficit of 53 million hectolitres highlights the potential market. In this report, growth drivers and associated limitations in the Nigeria breweries industry are analyzed, its long term growth outlook examined and critical investment opportunities in the industry expatiated" (GTI, n,d.).
IV. Results And Discussion
Introduction
Data were analysed by SPSS. Factor Analysis was first run to determine the extent to which media advertising stimulated consumers to observe the AIDCA stages in the attempt to discover their effect on purchase intent after being exposed to any/all of the forms of media advertising. This was done to determine if AIDCA, (attention, interest, desire, conviction, and action) were congruent with each other and how well they matched up together. Factor analysis showed that each AIDCA stage was congruent with the others. After looking at the Factor Analysis, it was concluded that the congruency questions needed to be separated into three groups to test three hypotheses. Question #1, was separated from questions #2-6, and #7. The first two research hypotheses were tested using computerised linear regression analysis, while the third research hypotheses was analysed with computerised descriptive statistics. Below are the results of the study: : Media advertisements (TV, radio, and billboard) have no influence on the consumers' purchase intent of Hero beer. In testing , the linear regression model was used to examine, through computerised data analysis, the independent variables (media advertisements) that may significantly influence consumers' purchase intent of Hero beer. Table 1 shows the results of the computerised linear regression analysis in which all the variables emerged as significant influences, except TV which was not too significant at the .05 level of significance. Table 2 contains the computerised data analysis of the independent variables of TV, radio, and billboard that may significantly influence the attention, interest, desire, conviction, and action (AIDCA) of consumers of Hero beer. The table shows that all but one of the variables emerged as significant influences at the .05 level of significance. Hence, two out of the three media advertisements (TV and radio) had significant influence on the attention, interest, desire, conviction, and action (AIDCA) of consumers of Hero beer. The tables above show that the media-mix of radio and billboard mostly influenced consumers' purchase intent of Hero beer. Hence, one of the media-mix had influence on the consumers' intent to purchase Hero beer.
Discussion of Findings
The findings of the study showed that media advertisements of radio and billboard had significant influence on the purchase intent of the consumers of Hero beer. Two out of the three media advertisements (TV and radio) had significant influence on the attention, interest, desire, conviction, and action (AIDCA) of consumers of Hero beer. As regards the most influential media-mix, that of radio and billboard mostly influenced consumers' purchase intent of Hero beer.
V. Conclusion And Recommendations
Conclusion
Given the analysis in chapter four and subsequent interpretation of results, this study concludes that media advertisements (TV and radio) of Hero beer had significant effect on consumers' purchase intent. The AIDCA theory, as an advertising paradigm, was significant and relevant in understanding consumer's purchase intent of Hero beer in the study area, based on two of the three types of media advertisement (radio and billboard). The media-mix of radio and billboard mostly influenced the intent to purchase Hero beer.
Recommendations
Given the findings and conclusion reached in this study, the following recommendations are worth considering:
i. Marketers should create awareness of the effects of media advertisements on consumers' purchase intent of beer. ii. More attention should be focused on using television medium (infomercials) to encourage consumers to purchase Hero beer. iii. The elements of the AIDCA theory should be considered as useful tools in the evaluation of the effectiveness of media advertising. Hence, marketers should adopt the AIDCA theory in the evaluation of the effectiveness of media advertising on consumers' purchase intent. iv. Consumers of beer should be encouraged to evaluate their purchase intent with the aid of the AIDCA theory of advertising, to determine whether any, some, or all of the elements are responsible for their purchase of goods. v. Finally, managers of beverages and organisations wishing to advertise their beverages should take advantage of media advertising so as to enhance promotional effects on consumers of Hero beer, and perhaps other beer brands.
